The 
Introduction
The effectiveness of marketing strategies depends strongly on the perception of trends and potential changes in the environment. Companies should not pursue a single strategy, but evolve in line with market needs and devise a mix of shared processes that provides the customer with an exciting and enthralling experience that then wins them over. The pressure for change deriving from the widespread use of Internet technologies leaves few unchanged areas, so much so that the changes we can expect in the coming decades could occur much faster than any in the past. In this scenario, it is now widely accepted that tourism is a sector of great importance, because of the close relationship between tourism and technology. Firms operating in the new economy sector have re-evaluated the communication process in terms of technology implementation as well as reputation and image. Similarly, the evolutionary dynamics of the tourism system has been characterized by marked technological innovation processes that have affected the field of computerized systems of tele-booking, GDS (Global Distribution System). Therefore, the deep structural changes in the tourism sector resulting from the diffusion of new information and communication technologies make the application of network technology to tourism an essential element for customer added value and for creating new sources of competitive advantage. Competitive advantage [1] is of central importance to the success of any organisation, region and country. In a context characterized by the extension of relationships, the dyadic relationship between producer and consumer is broadened, enabling the generation of synergies that potentially increase the perceived value of the tourism product offered [2] . This applies in particular as a result of the diffusion of digital technologies (ICT) which facilitate the development of relationships in virtual environments [3] . As a consequence, competitiveness is becoming a significant element of tourism literature, since it is regarded as a crucial factor for the success of the tourist industry [4] . While the issue of competitiveness and the tourism product has stemmed from a growing
The evolution of tourism distribution chain
In recent years, the distribution evolved in complex ways: previous traditional sales channels have been threatened by large organizations [5] . Consumers have been transformed even more significantly, paying more attention to choice, implementing more meticulous research concerning destinations and by seeking more guarantees from suppliers [6] . With the development of "mass tourism" packages, all-inclusive standardized holidays have become the norm, guaranteeing as they do, safety and reliability. From our analysis of tourism distribution channels, three main clusters emerge: the travel agency system, the no agencies system and alternative channels. The first system consists of entities engaged in profit-oriented, tourist brokering activities. In this group we find Tour Operators (TO) and retailers. The former distinguishes between: wholesaler, tour organizer, bus operators (bus owners/dealers) and hospitality structures (carrying out incoming activities). Retailers are special channels and include: incentive travel companies, corporate travel offices, associations of hospitality entrepreneurs (associations and cooperatives). The system unassisted by travel agencies consists of all non-profit associations, such as cooperative movements, parish associations, public organizations (Tab.1).
Table 1. The main areas of tourism distribution

Distribution channel
Role in distribution Reference group National, regional and local Tourism Institution Promoters and supporters of tourism in their country at International level.
NO AGENCY SYSTEM Tour Operator
Operators who assemble travel packages, which may include accommodation, catering, recreation and transport in a particular destination.. The TO has the legal responsibility of the package assembled.
AGENCY SYSTEM
Specialized intermediaries Intermediaries are specialized packages (i.e. pilgrimage, sporting events, incentive travel)
Consortia
Groups of companies belonging to the tourism sector which are allied to benefit from the progress in joint marketing activities.
Travel Agency
Intermediaries between a producer and consumer. Their compensation shall be by a commission on the value of the product sold.
Agents and developers Brokers who sell both for hotels and for TO, beds and hotel services in a defined geographic market
Internet
The supply and tourism demand will "meet" directly on the virtual channel ALTERNATIVE SYSTEM Finally, the alternative channels are generally in development or in the process of realization: they represent opportunities for distribution to overcome traditional network limitations, i.e. supermarket, banks, television systems and the Internet. Current trends of tourist distribution show the transition from the linear chain -linear physical channel (Fig. 1) -to the circular channel (Fig. 2) . In the first type of distribution, the tourism product reaches the customer in a step by step manner. In effect, the "producers" operating in the tourist destination have close relations with TO who rely on the intermediation of travel agencies (TA), which distributes the tourism product to consumers [7] . Subjects operating in the chain have a well defined, distinct role and responsibilities especially as concerns the customer. In this case, "builders" prefer a long distribution channel. This need derives from the geographical distance between producers and potential customers, who feel more secure and protected by intermediaries. The linear chain is a rigid form of distribution that does not fit in with the principles of flexibility offered by new company tools [8] . Over the years, the channel has undergone new forms and continuous integration, as represented in Figure 3 .
Figure 1. "Linear" distribution chain
New tools and opportunities have reduced the "distance" between producers and potential customers, who have more opportunities to know the providers of tourists. The aim of the network is to make the distribution chain more flexible and to shorten the distances between service providers and their customers through interactive channels. From an analysis of the figure three variations of the distribution network can be identified: direct, linear and indirect. In a direct network, the suppliers reach the customers without intermediaries. The second type represents the traditional distribution network (Fig. 1 ) by which the suppliers find customers through the traditional intermediaries. The third type represents the alternative channels through which suppliers reach consumers in an interactive or integrative way. Alternative channels are for the most part virtual system, such as the Internet, GDS and TV Systems, or cooperative entities. The various actors in the chain (Fig. 2 ) possess a variety of skills. Customers are also involved and may assume different roles, from consumer up to assembler of their own tourist package. Producers and "builders" choose one or more distribution channels depending on their planned strategy. Specifically, service providers are those delivering services directly (overnight) or indirectly (business-tourism). TO are intermediaries or wholesalers that assemble a complex tourist product and place it on the market [9] . TA are retail intermediaries because they only distribute products. The end consumer is the recipient of the distribution process and the effective user of the product. The "novelty" of the circular chain lies in the fact that each party can have a direct and indirect relationship with the end consumer and can also activate the distribution channel.
Strategic planning can also be mixed, which means that depending on the type of product or on the distribution timescale, the subject dispensing the service may decide the mode of distribution. The planning of distribution policies are influenced by final customers who often have more power in determining the distribution channel to put in place.
Figure 2. Circular distribution
In tourism distribution, the strategy is mainly influenced by the complexity of the tourist service, the evolution of the statutory framework in this area and further, by changes in distribution channels. These trends push the providers of tourism to reach consumers directly, to distribute and reduce costs by reducing the use of the long distribution channel and by extending the short channel.
Evolution of communication in tourism
The communication mix depends on the intersecting of two elements: "communication object" and "final public recipients of the communication flows" [10] . The different communication areas can be classified from these elements. Each communication area has a specific object, which can be represented by both product and the benefits related to it, rather than from the enterprise as a whole, namely, the distinctive characteristics of the organization, the risk-return relations related to business conducted, the degree of consonance and resonance, the business climate, the strength of capital and the conditions for business development etc [11] . Different communication objects can be conveyed to different audiences through each communication area. In the design and definition of the communication plan, the areas need to be specified together with the mix of media-forms in line with strategic objectives and tools, namely, the particular channels contextualizing the means involved [12] . Included in the main forms of communication used by tourist firms: advertising, direct marketing, etc. [13] . The main factors affecting communication are: the nature of the market, product, and the firm's financial assets. Consequently, communication can be defined as a circular process that involves many factors, apart from specific areas of communication [14] . The business communication goal is to let external environment know the potential tangible and intangible assets of the company. Undoubtedly, through an improved corporate image projected towards its partners, the firm would be in a position to create a more transparent and efficient, relational system by breaking down information symmetries, thus achieving marked competitive advantage. In other words, the encoding process on the part of the communicator of the message has to be in synchrony with the recipient's decoding process in order to enable the correct interpretation of the message. The problematic issue of image is of primary importance in communication research, in some cases, taking on a negative meaning, due to the discrepancy between what is communicated and what the object of communication actually is. In the communication process every subject has a dynamic role; in fact communicational relations follow more multi-directional flows ( fig.3 ). The breakdown of flows is virtual but indicative in that for each subject of the tourism industry, the flow can take different directions (each message has a different recipients), multiple (the same message has multiple recipients) direct (e.g. SSTS/Customer) or indirect (TO/AC/Customer, TO/TA/AC/Customer). The mechanisms and the channels of communication are those common to all products, although the subject, timing, costs, degree of trust and continuity in the communicative relationship may change [15] . In tab. 2 players involved in communication process were identified. Among these, the front-office has a crucial role as "part of the delivery system" of tourist services (SSTS), which is responsible for interaction with the consumer -who in turn, is part the district (SSTS) [16] . Promoters of tourism in their country at international level.
NO AGENCY SYSTEM Tour Operator
One of the functions support the main activity is to promote the tourist package in the market (catalogs, websites, promotions)
AGENCY SYSTEM
Specialized intermediaries Opinion leaders among the reference groups because we specialize in a particular sector.
Consortia
Essential if the group is created to carry out communication activities for multinational enterprises.
Travel Agency
The communication function is as the main distribution, visible damage to the product
Agents and developers
The role in the process of communication is irrelevant or absent
Internet Channel information and communication ALTERNATIVE SYSTEM
A few examples will clarify the above considerations. A tourist wanting to get from the airport to the hotel must call a taxi. In this case a communication process is activated between the tourist and the taxi driver which does not end with the "call" but with the arrival of the guest at the hotel and with the payment of the journey. Was the taxi driver silent or did he speak? Did he give the customers useful information on sightseeing in the city? These and other questions highlight the evolving of the communication process in term of services, especially for tourism. These considerations become important in developing an integrated communication plan in which, moreover, continuity involves the product destination [17] . Therefore, it is worth highlighting that the subjects listed in Tab. 2 play an active role in the communication and distribution processes, which can either be strategic and operational.
The link between distribution and communication: the "promo-distribution" chain of tourism
The new marketing perspectives consider a close integration between strategies, tools and goals. Distribution and communication in tourism are important, closely linked levers in corporate and territorial policies, and tend to use the same tools to a greater extent in tourism both by virtue of the characteristics inherent in the tourism product and in new technologies [18] . The contact point between communication and distribution concerns the phase of "how" this relation is encoded in terms of its representing a basic element of the relationship. This contact becomes effective in the phase of product dispensing (Fig. 4) . The two processes, in fact, complement each other during three significant phases: internal top-level -between the internal distribution system (back office) and internal communication tools (e-learning platforms including human resources) -internal middle level -between the customer, as an integral part of the SSTS, and internal communication tools (guidelines for service delivery) -external bottom level -including the contact distribution system (face-off) and external communication tools (instructions for delivery of the service, web-site); external middle level -between customers, both actual and potential, as an integral part of the SSTS and of external communication tools (e.g. word of mouth). In the external and internal company environment, distribution and communication processes follow the same directions. An example may clarify the figure (Fig. 4) : intranet supports communication between back and front-office, so this can have a positive influence on delivery processes between front office and customer. Also if the customer is well served he can interact well with other clients and if he is satisfied, will most likely, activate the "word of mouth" process. For instance, when a customer goes to the restaurant, enters in an environment of colours, sound, atmosphere, moods; in this context, the interaction process is based on different dimensions and directions. The former include: touch, hearing, taste. Directions are multifaceted: the first is the environment -client direction, e.g. the light, music. The second direction is between front-office and customer, e.g. orders or service. The third is the customer-customer direction, i.e. style, influence. These are examples of direct relations; however, the communication process is also influenced by indirect relationships. For example, if I order an orange juice but the waiter serves me a beer, probably in the front-office/back-office relations there was no clear communication. Certainly this is a simplification of a rich and complex process, which highlights the quantity and types of items within which the link between the two above-mentioned processes can be verified. The link between communication and distribution highlights the need to integrate both strategy and operative policies. In particular, the strategic integration is achieved through the As noted, the Internet is a powerful and popular communication tool that is becoming an important element in distribution processes, because it is more efficient in terms of cost and time. Despite the reluctance by the customer to use it, it is essential to identify how the company can solve the problem. In our view, a possible suggestion would be that the company:
1. raise awareness of the customer in terms of using integrated channels such as the Internet, both for communication and for distribution; 2. adapt their processes to ensure customer security i.e. for online payments; 3. customize processes according to parameters and standards recognized by consumers as personal, so that this reassures the client of the absence of manipulation.
Obviously, integration is not limited to external processes of promo-distribution but also to internal ones.
The "point of synergy" model
The Internet represents an embedded high-quality system capable of influencing, just like price or brand, consumer preferences and behavior [20] . Technology plays a significant role in tourism, both as a facilitator of growth, and as an enabling factor to increase and ensure positive experiences for the tourist [21] . If we focus on technologies for ICT, this relationship becomes even more pronounced; in fact the diffusion of ICT in tourism has affected both communication and distribution [22] . The Internet and computer network have been added to the business model as a support, communication and sales tools of tourism products [23] . A complex product such as tourism can be represented on a website where its multi-media and hyper-textual potential can be fully exploited. Tourists who have visited a website to obtain information or to make reservations online can also be put on an e-mail list, and subsequently, be sent additional offers or information by means of more traditional media. This process enables the creating of a lasting relationship with the customer [24] . At the same time, the advent and development of automated reservation systems, such as CRS (Computer Reservation System), and later, GDS (Global Distribution System) have rendered the supply of tourism services global [25] [26] [27] thus completely changing the structure of distribution channel [28] . From this view point, technologies provide an incentive to generate relationship between businesses, allowing the creation of expanded network which can pool information about the market; this also enables supply and demand needs to overlap [29] [30] . Consequently, it cannot be ignored that effective strategy for using the Internet are key element in achieving competitive advantage [31] . This is also clear from the steady growth that characterizes the digital segment of travel, one of the most significant on the Web, and constantly on increase. Tourists effectuate the purchase prior to the experience itself, so the information search is a critical factor in the purchasing process [32] [33] . In the light of these considerations, it is evident that the potential success of e-commerce for tourism products is linked to the ability to manage information exchange processes and to particular forms of interactive communication [34] . However, the Internet is not just a new communication tool on which to transfer contents previously conveyed by other media, but demands new, appropriate communication and customer relation strategies, because of its contextual product distribution function. Therefore, phase of planning and developing strategies need to consider the role of the Internet as point of synergy between communication and distribution. As a result, it is quite appropriate to speak of promo-distributionintegrated policies (CDI, integrated communication and distribution).
Figure 6. Communication and distribution: the internet role
The figure 6 confirms the above: certainly there are no communication vehicles and tools merely of distribution but one element always prevails. In Fig. 7 the main communication and distribution tools based on the "role" assumed are divided. Through the different tools, predominance in the objectives is pursued; e.g. the main objective of a tele-shopping is the provision of the terms of sale, while the sale is a secondary objective.
Clearly, sales process will be perfected later through phone contact by the potential consumer, later the arrival of the product to the buyer will take place and payment made. Conversely an employee is mainly focused on product selling but everything he does or says affects purchase decisions, as does the idea that the actual or potential consumer has about the "seller" -as representative of company -but also about the product, brand etc.. The development and refinement of new technologies and elements to support and protect the potential and current supply market, make the internet perfectly able to represent an instrument of communication and distribution. What differentiates the net from a use of another "tool"? Figure n. 6 shows the Internet is in a central position because it represents a tool both of communication and distribution and at the same time, of seamless integration (see the promodistribution model). It is also an "impartial" tool, offering easy access, winning the trust of consumer more than any other. The Net puts consumers, businesses and competitors on the same plane, facilitating dialogue at any given time. The Internet has acquired a new role with web 2.0, which offers the demand and supply dynamics important tools [35] [36] . With respect to actors on the market, the Internet plays different role, i.e. for a virtual museum the web is at the same time part of the product, distribution channel and a communication tool. For a virtual travel agency, the Internet is a sales channel but also a communication channel.
Figure 7. Map of vehicles-means of distribution and communication
The net is also a tool for comparing competitors in real time: this is the case of "theme" search engines such as www.prontohotel.it, or www.booking.com, etc. The advantage of new technologies is to achieve an integration of key marketing levers in the face of greater flexibility and lower costs which translate into increased efficiency and effectiveness for the company. Undoubtedly, the opportunity for integration is not the only advantage given by the net which also contributes to reaching higher levels of integration. The map in Figure 7 , illustrates ways and means that enable the coincidence between distribution and communication processes. Identifying the extent of integration facilitates and supports strategic decisions and operational policy planning. As the figure shown, a scale of integration can be defined: from the first rectangle representing the area of "no integration" -radio and newspapers, traditional media-to the last symbolizing the area of "total integration", such as portals for e-commerce. In the light of these considerations, the following verifiable research questions (QR) are outlined to be tested by means of a case study.
QR1: The Internet is a point of total integration between the two levers of marketing and point of synergy.
QR2: The Internet as a point of synergy, enable the company to move into a field of higher effectiveness and efficiency. QR3: if QR1 e QR2 are true, it is necessary to transform the strategies of integration of specific operational policies (integrated communications, integrated distribution, integrated product) to integration strategy policies.
QR4: If QR1, QR2 e QR3 are true it follows that new technology creates significant process of integration with the benefit of more efficient and effective policies that tend to raise the perceived value of tourism product offering and accordingly, to create new sources of competitive advantage.
The role of the Internet as point of synergy is illustrated in the figure 8, where four areas have been identified. The first is the "interaction/sharing" area. In this area we find tools that enable the interaction and sharing only of operational policies. For instance, trade fairs enable different TO to share space and costs to advertise your products, but their primary aim is not to implement actual integration. The second area, which of "no synergy", is characterized by the lack of interaction and sharing of two levers -an example is advertising in newspapers. The third area of "integration" refers to any tool which, while allowing for integration between communication and distribution, does not guarantee operational interaction and sharing. This is a complex situation, because integration does not obviate operational interaction and sharing.
Figure 8. Internet as Point of synergy
The last area is defined as "full synergy" area, in other words, that area that experiences conditions both of interaction and operational sharing and operational policies integration, e.g. a portal of destination. The Internet is the "perfect" synthesis between distribution and communication: it is an instrument whose organization/management has no specific role or priorities aims. The tools (e-mail, chat, wiki) represent a mode used by different firms in the tourism chain equally for communication and distribution. Consequently, in this respect, it can be said that within the promo-distribution chain, the internet serves as point of synergy between the two operational policies.
Case Study: Bravofly
The purpose of the case study is to examine and verify new dimension of tourism, subsequent to introduction of new technologies. This demands the analysis of whether such dimensions are able to defend and reinforce the tourism supply system. The research model was tested by means of a case study on the Bravofly group, which can be considered a contribution to focusing on practical implications for corporations.
1. Research Design and Methodology
By virtue of its innovative and intangible nature, the tourist offer on the net lends itself to investigation by means of qualitative research, exploratory methodology and tools, via structured interviews. According to Kerlinger and Lee [37] , "exploratory studies have three purposes: to discover significant variables in the field situation, to discover relations among variables, and to lay the groundwork for later, more systematic and rigorous testing of hypotheses." In this direction we have chosen to investigate one of the most significant Italian companies, Bravofly. In few years, Bravofly has recorded high growth rates and has embarked on a path of internationalization, showing high adaptability to context and environmental dynamics.
2. Discussion of the Findings
Volagratis.it is part of the Bravofly group, leading European operators in the online travel industry. Founded in May 2004, in Italy, by two partners, in just a few years it has begun a process of international expansion, including the localization of its headquarter in Switzerland (2007). While Bravofly Group's operational headquarters are located at Chiasso-Switzerland -the group also has offices in Italy, dealing with managing customer service. The group offers a range of multimedia tools(web, phone, TV) integrated into its search engine, available for travelers to search for information, comparable products supply and online booking from their travel and tourism business. Volagratis.it also offers services to travel agencies, networks and companies. On the Group's websites, you can search for and book hotels -thanks to a partnership with leading provider of online hotel reservation (Booking, Venere, Octopus, Travelante, LateRooms, InterContinental Hotels and Expedia) -as well as car rental, free download of destination guides and other information services. The focus on new technologies coupled with the high competence and professionalism of HR and competitiveness of selected partners, provides users with the most advanced function of the Internet, with ease. Bravofly is distributed through partner sites including MSN, Yahoo, Lycos, PriceRunner, Tiscali, Corriere della Sera, TripAdvisor, SACBO Spa, Virgilio, Banca Intesa, The Online, Il Sole 24 Ore, Momondo.com, easyvols.com, lowcost, Travel Supermarket, etc., that offer comparable service, consultation and booking of low cost flights. Evidently, the potential for promoting and selling tourism products on the Internet, is closely related to the spreading use of the net between end users and in particular to their aptitude for purchasing online. In the Italian context, the incessant drive for change and the spread of Internet technologies directed at the exponential sharing of such purchase behaviors is the norm. The relentless spread of online agencies that move increasingly towards the use of integrated strategies both in terms of product type -flight, hotel -but in terms of area -tourism, is a confirmations of above. "Communication and distribution are integrated functions" affirms Maria Teresa Rangheri, Marketing Director of Bravofly: "We have an area that deals with general marketing of all functions, including communication and distribution". The need in terms of cost and time optimization is evident, as is the need to integrate the two functions, especially in light of the fact that the company is on-line agency whose main instrument is the Web. Bravofly implements a marketing strategy that applies various levers: the main one is the presence in search engines (SEM -Search Engine Marketing) by ad word for Google and overture for Yahoo i.e. SEO (Search Engine Optimization: in other words, the presence in search engines providing free results in thematic areas). The other levers are: affiliate systems (direct or procured by sector agencies e.g. Tradedoubler and Zanox), branding activities and social networking, in addition to customer care. Different business areas, including that of marketing, are integrated and are competence based in different geographical places, i.e. German, French, Spanish and English markets. Functional integration, however, does not impede flexibility. Cross-disciplinary know how relative to human resources enables exchange in the management and support of partners as well as direct support of end user through social networking management. Even the company's mission underline the policy of highly integrated strategies: "to be the leading site in Europe for the information and sale of flights". Communication and online delivery complements the business of customer care (customer service centers are located in Milan and Tunisia) and is a strategic support for customer service. Internal and external relations management is accomplished almost exclusively through the web applications. In particular, among the main tools for managing internal relationships, the group uses the Calendar Sharing and G-mail, mainly for communication between human resources, and Skype for inter-employees communication and between them and the partners of the group. For interoperability communications, such as that between Marketing Department and IT Department, Project Management tools are useful. These should satisfy many requirements such as the traceability of work, estimated time of projects completion, defining and tracking tasks, sharing of design documentation and finally monitoring of work progress. The web is also used for managing external relations, such as Skype and social networks. Skype is both for chatting and for VoIP services, for managing relationships with technology partners while, for communicating with users, taking into account sheer quantity, social networking platforms, including Twitter, Facebook, Slideshare and LinkedIn are preferred. The importance of efficient management of customer relations is expressed also by the existence on the portal of a flight attendant that supports the user during the various stages of the booking process. The CRM activities are handled via e-mail marketing (newsletters) which is essential for maintaining constant the relationship with customer and for feedback monitoring. E-mail marketing is widely used for the implementation of campaigns aimed at targeting and maintaining customers. Finally, press communication and communication with experts in the field of travel for the dissemination of statistics and user logged analyses as well as consumer behavior (most frequent bookings, average prices for flights, duration and period of travel, price range and costs) occurs mainly via Slideshare and websites. In conclusion, the analysis of the structure and promo-distribution chain of Bravofly evidences the role of social networks in the processes of management and maintenance of market relationship. As confirmed by Dr Maria Teresa Rangheri "a company adheres to several social network just as in every geographic market one specific social network has taken hold rather than another". Bravofly is on Facebook to satisfy domestic demand and on Twitter for relations management with foreign customers "we have a fan page on Facebook for about three years. In Italy alone we have acquired more than 6000 fans. We are also active on Twitter but the results are not especially interesting because it is a tool that is prevalently characteristic of the U.S. market. Recently, however, it has been having great success in the German market". Social Networks enables not only sharing of more information with a firm's specific target audience, but also enables direct contact with customers and stimulate word of mouth and information exchange in an extremely viral environment. Traditional means of communication are used only for relations with entities that reside upstream of the industry chain -the technology uses is XML.
In general, group analysis confirms the upward trend in the use of Internet tools for managing relationships and provides an effective clarification of the research questions formulated in the work. The tools for online communication represent 95% of the total for Volagratis and other companies in the Bravofly group, while TV, radio and sponsorship activities and advertising off-line only 5%. The reason for this is that online activities are directly and easily controllable in real time and can be changed in a very short time, while offline activities are difficult to monitor and require a postcampaign assessment. Such results reinforce the strategic importance of the web for effective and efficient management of business dynamic and confirms the Internet as a point of synergy between communication and distribution activities (Fig. 9) . In general, group analysis confirms the upward trend in the use of Internet tools for managing relationships and provides an effective clarification of the research questions formulated in the work. The tools for online communication represent 95% of the total for Volagratis and other companies in the Bravofly group, while TV, radio and sponsorship activities and advertising off-line only 5%. The reason for this is that online activities are directly and easily controllable in real time and can be changed in a very short time, while offline activities are difficult to monitor and require a postcampaign assessment. Such results reinforce the strategic importance of the web for effective and efficient management of business dynamic and confirms the Internet as a point of synergy between communication and distribution activities (Fig. 9) . In this overview we have applied the research questions to a case study: the Internet is a point of total integration between the two levers of marketing and point of synergy; Bravofly communicates and sells through the network (QR1); the Internet is a point of synergy, since from the interview emerge an higher effectiveness and efficiency for the company by net (i.e. reduction of cost) (QR2); VolaGratis relies a strategy of integration of specific operational policies (integrated communications, integrated distribution) (QR3). The new technologies utilized by VolaGratis creates a significant process of integration allowing more efficient and effective policies that tend to raise the perceived value of tourism product offering and, accordingly, to create new sources of competitive advantage. The company bases its product on new technologies and it obtains a competitive advantage (QR4). Probably, in the future e-communication tools such as communities or social-networks could become placement instruments. Many e-retailers are already exploiting the opportunities offered by interactive technologies, such as 3D virtual models, in order to enhance consumers' shopping experience [38] . Consequently, future marketing trends could lead to increasingly audacious and effective customization of processes and products/services, in line with the "integrated" marketing philosophy approach delineated in this work. The findings emerging from our work could contribute to focusing on the practical implications for businesses which potentially, could underpin the objectives of future research.
Conclusions, Limitations and Directions for Future Research
The research prospects an original conceptualization of marketing strategies and operational policies in order to examine and reconstruct the dynamics of "integrated" marketing when identifying potential interaction between communication and distribution for tourism. The paper emphasizes the relationship between communication and distribution regarded as the driving forces for creating competitive advantage for tourism. The role of coordination is recognized as crucial to the success of tourism marketing activities [39] . The main contribution of the paper has been the elaboration of the "point of synergy" model, a tool for understanding how tourism industry organizations can create competitive advantage by applying, optimizing and coordinating new technologies. The "point of synergy" model has great innovation potential and is a relevant example of knowledge "contamination" where elements of communication are integrated with distribution by means of typical technology tools. In the model, new technologies constitute integration of intelligence, exchange, cross-fertilization, and links between elements, with a role of strengthening development and competitive synergies, knowledge development and relative benefits. The Internet facilitates the building, maintaining and strengthening of stakeholder and external relationships in order to create a virtuous circle of "customer satisfaction, attractiveness and business value". Developing the "point of synergy" model, represents both a new opportunity for research and a significant implications for tourism industry management. Finally, the configuration of this marketing tool can effectively support the development of the tourism system [40] . The analysis of the specific competitive forces, key actors, supply positioning and strengths and weaknesses will enable the identifying of the most appropriate development path. The research has some limits and could be improved. For example, taking into account, that the focus of the analysis was on Bravofly, a firm particularly interested in and attentive towards new technology, logically, their interest in the Internet is higher than that of others. Consequently, our findings cannot be assumed as representative of the tourist industry as a whole. Future research could investigate if virtual relationships require different factors than face-to-face relationships and how this should be reflected in the design of the internet communication and distribution.
